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Abstract: Improving performance as an effort to deal with change is a necessity, 
so the use of digital marketing to improve organizational performance in 
developing the tourism industry in Indonesia in the industrial era 4.0, applied to 
the Indonesian Ministry of Tourism, one of which is in the implementation of 
the Indonesian Enchantment Generation. The purpose of this study is to 
clarify the impact of human, social and intellectual capital from the use of 
digital marketing on the creative and improvise role of the Indonesian 
Enchantment Generation members. This research uses a survey approach. The 
study population was members of the tourism community, the Ministry of 
Tourism in Indonesia, selected as a sample in this study. Hypothetically, it is 
believed that human, social and organizational capital has a linear and positive 
relationship to the creative and innovative roles of community members, and this 
study will present the results of data processing of relationships between these 
variables, which are processed using regression techniques. Based on the 
results of the study, it can be concluded that human capital and intellectual 
capital have a positive and significant influence on the creative and 
innovative role of the Indonesian Enchantment Generation community 
members in Indonesia. 
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Introduction 
Facing the global market, increasing the nation's competitiveness in 
all fields including the economic sector is a necessity that must be 
done. Tourism in Indonesia is one of the mainstay sectors that is believed 
to have a positive impact on the economy which also faces competition 
with other tourist destination countries. 
At the Third National Tourism Coordination Meeting in 2018, tourism was 
determined as the mainstay sector in generating foreign exchange, during 
the January-July 2018 period; the tourism sector had contributed 
foreign exchange of USD 9 million, and in July 2018 had contributed 
foreign exchange of USD 1.5 million. Furthermore, in the coordination 
meeting, it was stated that the government is targeting foreign 
exchange of USD 20 billion, with the target of visiting 20 million foreign 
tourists and 275 million domestic tourist in 2019 (Febrinastri, 2018). 
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Based on the foregoing thoughts, an increase in the number of tourist visits to Indonesia 
is needed. One of the strategies undertaken by the Ministry of tourism in increasing 
tourist arrivals is to empower existing human resources as capital (human capital) that 
can adapt to technology, by forming a tourism community consisting of millennials called 
Generasi Pesona Indonesia (GenPI) ). 
GenPI is a community that likes tourism, which has the main activity which is to promote 
regional tourism potential, its activities are carried out both online and offline. Online, 
this community uses online (social) media as a means of promotion (digital marketing), 
such as Instagram, Twitter, Facebook and other social media with tourism content. While 
offline, GenPI implements events or participates in various regional and national tourism 
events. 
The use of online media in marketing tourism products and or services (digital marketing) 
by GenPi members is an innovation in adapting technology to help human resource 
organizations in improving performance because of the development of paradigm 
changes related to human resources which were initially only considered as part from 
administrative functions, but is now believed to play an important role in improving 
organizational performance. This has become one of the rationale in considering doing 
this research. 
Literature Review and Hypotheses Development 
Theoretically, using role theory (Solomon, Surprenant, Czepiel, & Gutman, 1985), 
organizational performance is measured by indicators of the role that the organization 
runs. Based on role theory, organizational performance as measured by role indicators, 
has several roles, one of which is the role of differentiator (Role Discrepancy) which is 
focused on the elements Creativity and innovation (improvisation) of organizational 
resources as an effort to overcome differences in perception between members of the 
organization and users of services / products of the organization, then in this study will be 
used the term creative and innovative roles for the mention of role discrepancy. 
Empirically, previous research proves the link between human capital and organizational 
performance (Marimuthu, Arokiasamy & Ismail, 2009; Liesander, Indra & Dharmayanti, 
Diah, 2017), evaluating the impact of human capital on company performance, and 
finding that there is a positive influence on capital human performance of the company. 
Goodarzi (2016) examined the relationship between human capital development and 
innovation in health organizations, the results of the study stated that innovation 
influences the increase in the efficiency of human capital (employees). 
Based on phenomena, theoretical approaches, and previous research, the problem in this 
study is whether there is an influence of human capital along with other variables, social 
capital and organizational capital on the creative and innovative role of the tourism 
community represented by the Indonesian Enchantment Generation (GenPI). Based on 
the formulation of the problem, this study aims to clarify the interrelationship (impact) or 
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examine the influence (effect) of human capital, and social capital and organizational 
capital, on the creative and innovative role (role discrepancy) of Community members, 
The Indonesian Generation of Enchantment, as a result of the use of technology (digital 
marketing) in promoting tourism products in Indonesia, is considered important, by 
reason of distinguishing it from previous research and establishing relevance to the 
current conditions that demand organizational adaptation to technology. In order to 
achieve the purpose of this research, the hypotheses in this study are: 
H1 : Pertially, there is an effect of human capital on creative-innovative role 
H2 : Partially, there is an effect of social capital on creative-innovative role 
H3 : Partially, there is an effect of intellectual capital on creative-innovative role 
Research Method 
The population in this study is a member of the tourism community, the Indonesian 
Enchantment Generation in Indonesia totaling 2000 people based on data in February 
2018 (Jackysan, 2018, source: official website of the Indonesian Enchantment Generation, 
Lombok chapter, 2019). While the sample taken uses a purposive sampling technique, 
which is a sampling technique where the researcher determines the sampling by 
specifying specific characteristics that are appropriate to the purpose of the study so that 
it is expected to be used as a sample in research that can answer the research problem. 
The variables that will be used in this study are 4 variables, human capital, and social 
capital, organizational capital and creative and innovative roles with operational 
definitions as follows: 
a. Human Capital, Human Capital, is wealth in the form of knowledge, experience, and
skills of human resource organizations (Becker, 1993; Marimuthu, Arokiasamy &
Ismail, 2009). Human capital can also be defined as the sum of the abilities, skills,
attitudes, commitments, experience and educational background of the workforce
that enables them to act in ways that are of economic value to individuals and
organizations (Shih, Chang & Lin, 2010)
b. Social Capital, Social Capital, refers to the ties and relationships between members of
a network as valuable resources through the creation of norms and mutual trust that
will prepare the basis for achieving all the goals desired by members of each
organization (Salajegheh & Pirmoradi, 2013). Social capital is an organizational asset
that makes social networks the core (Sato, 2013).
c. Organizational Capital, Organizational Capital, is defined as institutionalized
knowledge and codified experience stored in organizational images, culture, routines,
procedures, information systems, and patents, and is a strategic organizational
intangible asset (Gilbert, Ah, & Broome, 2017).
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d. Innovative Creative Role, Role Discrepancy, is a role to succeed in overcoming
problems that arise as a result of differences caused by the inconsistency between the
perception of organizational human resources (labor) regarding a task or job
qualifications and expectations or expectations of consumers, as an illustration of the
form this role is in terms of the workforce communication function in the form of
creative service sales (Solomon, et al., 1985).
Analysis of the data used in this study is a statistical analysis of multiple linear regression 
tests, which previously performed several tests first, namely the validity test and the 
reliability test of respondents' answers to the questions asked. This research uses a 
multiple linear regression model using the Robust M-Estimator regression parameter 
estimator. 
In the regression method, Ordinary Least Square (OLS) estimation results in a biased 
estimate when the distribution assumptions are not met. Regression method used when 
the distribution of residuals is not normal or several outliers influence the model, namely 
Robust Regression (Chen, 2002; Draper and Smith, 1998). 
When researchers formulate a regression model and test the assumptions it is found that 
the regression assumptions are violated, the transformation carried out will not eliminate 
or weaken the influence of the outliers that ultimately predictions or estimation results 
(regression coefficients) become biased. In this situation, robust regression that is 
resistant to the influence of outliers is the best method. Robust regression is used to 
detect outliers and give results that are resistant to outliers (Chen, 2002). The following 
are described in the regression model to be estimated: 
z = b0 + b1y1 + b2y2 + b3y3 + e1 
Explanation of information about the research variables and their values is given in the 
following table 1. 
Table 1 Characteristics of each research variable used in the simultaneous model. 
Variable Symbol Meaning Value Scale 
Dependent z Creative Innovative Role 
(Role Discrepancy) 
z> 0 Interval 
Independent y1 Human Capital y1> 0 Interval 
y2 Social Capital y2> 0 Interval 
y3 Organizational Capital y3> 0 Interval 
Source: processed for research purposes, 2019
In robust regression, the estimation method used is the M-estimation method. The 
goodness of the model is assessed by the value of R-Square, R-Square adjusted, and 
Standard Deviation. Next to test the regression coefficients of equations y1 and y2 with 
the t-test given with the following hypothesis: 
H0: There is no partial effect of y1, y2, and y3 on z. 
H1: There is an effect partiall y1, y2, and y3 on z. 
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Table 2 List of Variables 
Variable Name Symbol Measuring Instrument (Description) 
Human Capital y1 Digital Marketing makes it easy for members of the tourism 
community to learn tourism products/services 
Digital marketing makes it easy for members of the tourism 
community to provide information services to tourists 
Social Capital y2 Digital Marketing keeps members of the tourism community 
close to tourists 
Digital marketing makes it easy for members of the tourism 
community to communicate with related parties/stakeholders 
(community, government, private) 
Intellectual 
Capital 
y3 Digital Marketing makes it easy for members of the tourism 
community to find information 
Digital marketing makes it easy for members of the tourism 
community to understand the routine process of the organization 
(community) / learn the standard procedures for implementing 
organizational activities 
Creative-
Innovative Role 
(Role 
Discrepancy) 
Z Digital Marketing enhances the creativity of members of the 
tourism community 
Digital marketing helps members of the tourism community 
innovate  
Source: processed for research purposes, 2019. 
In the partial/individual test of the coefficient of the model with the t-test, a significant 
effect is given when the P-value ≤ α with α is determined at 10%, 5%, or 1%. The variables 
used in this study are described in Table 2. The table shows the names of the variables 
used in the study, symbols that represent variables and measuring devices used to 
measure these variables. 
Result and Discussion 
This section will explain and discuss the results and implications of this study, beginning 
with the presentation of the results and then discussing these results in the form of 
discussion including the implications of these results. The results of this study as shown 
in Table 3, from the output of equation z, the test results are as follows: 
1. Variable y1 to z with a regression coefficient of 0.265982 (positive influence) and P-
value (Prob.) Of 0.0002 so that testing can be concluded that there is a significant
influence of y1, human capital on z, Innovative Creative Role.
2. Variable y2 to z with a regression coefficient value of 0.076784 (near zero) and P-value
(Prob.) Of 0.2503 so that testing can be concluded that there is no significant effect of
y2, Social Capital on z, Innovative Creative Role.
3. Variable y3 to z with a regression coefficient of 0.490701 (positive influence) and P-
value (Prob.) of 0.0000 so that the test can be concluded that
There is a significant influence y3, Organizational Capital on z, Innovative Creative Role. 
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Table 3 T-test results for the significance of the coefficient of equation z. 
Variable 
Dependent 
Variable 
Independent 
Regression 
coefficient 
Standard 
Error 
Statistic 
z 
P-value
z Constants 0,732427 0,308053 2,377605 0,0174** 
y1 0,265982 0,072103 3,688907 0,0002*** 
y2 0,076784 0,066793 1,149593 0,2503 
y3 0,490701 0,066207 7,411669 0,0000*** 
Source: research data processing results, 2019 
* Significant for a significant level (α) of 10%.
** Significant for a significant level (α) of 5%.
*** Significant for a significant level (α) of 1%.
By applying M-Estimation the robust regression model is obtained as follows: 
= 0.732427 + 0.265982y1 + 0.076784y2 + 0.490701y3 (2) 
For the validation process, Goodness-od-fit measures are used, namely the coefficient of 
determination (R2) and Mean Square Error (MSE). The coefficient of determination (R-
Square) is defined as the diversity of endogenous variables that can be explained 
simultaneously by exogenous variables of R-Square where the remainder is explained by 
errors or other variables not included in the simultaneous equation. In other words, the 
goodness of the simultaneous equations formed is indicated by the value of R-Square. The 
greater the value of R-Square, the better the simultaneous equation formed. In this study 
the value of R-Square is 0.413032 (Prob (Rn-square stat. 00000), which shows the diversity 
of endogenous variables that can be explained simultaneously by exogenous variables by 
41%, the rest is explained by errors or other variables not included in the in the 
simultaneous equation From the results of the validation of the research equation model, 
a goodness-of-fit measure, namely R-Square and MSE, a good enough value for the 
regression model with estimated M well. 
The main objective in this research, as mentioned at the beginning is to interpret the 
influence of human capital, social capital and organizational capital on organizational 
performance in the form of creative and innovative roles as a result of the use of 
technology, digital marketing, in organizational activities. Based on the test results, this 
study found that human capital and organizational capital has a significant influence on 
the creative and innovative role of members of the tourism community, Generasi Pesona 
Indonesia. Therefore to create a creative and innovative role, it must focus on human 
capital and organizational capital. 
Furthermore, the test results also found that there was no impact on the use of digital 
marketing on social capital on creative and innovative roles. This is supported by the 
findings of previous studies that found social media users empirically have a social life that 
is only slightly wider than non-users of social media and communication through online 
media mostly only with those they know (Uslaner, 2004). 
It has also been found empirically in research that using internet technology to 
communicate and build closeness and social connections will succeed if combined with 
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face-to-face communication (Håkansson & Witmer, 2015), this shows that the use of 
digital technology or digitalization cannot replace overall social interaction in the form of 
face to face. In other words, although it cannot be denied the role of technology helps but 
does not have a role to replace as a whole. 
The findings in this study are expected to contribute to developments both theoretically 
and practically in the field of human resources and performance. The results of this study 
theoretically build new concepts regarding the linkages of human capital, social capital 
and organizational capital to organizational performance as a result of the use of 
technology in the form of internet / online media (digital marketing), that the use of social 
media in social organization capital does not have an impact on the formation of creative 
roles and innovative, which is caused by the conditions needed to establish 
communication, closeness, and social connections. 
Furthermore, the implications in this study are first, the need to focus on developing 
human capital and organizational capital in the realization of increasing creative and 
innovative roles, both of which have a positive influence on these creative and innovative 
roles. Second, the need for an increase in communication activities, online 
communication is enhanced by expanding to strangers, as well as offline, that is, 
communicating more face-to-face to bring members of the Indonesian Charm Generation 
closer and communicating with related parties, the public (including tourists), 
government and private. 
Conclusion 
The tourism community is one of the organizations that play a role in supporting tourism 
activities in Indonesia, where the use of information technology is one of the keys to 
success in achieving goals. This study aims to evaluate the use of digital marketing 
concerning examining the relationship between human capital, social capital, and 
organizational capital as well as organizational performance in the form of creative and 
innovative roles among members of the Indonesian Enchantment Generation. The results 
of this research find that there is a positive and significant influence of human capital and 
organizational capital on the creative and innovative roles of community members, in 
accordance with the research allegations, while social capital has no influence, although 
this is different from the alleged research, these findings can be explained by Assumptions 
in the use of the internet as a means of building social capital. 
This study also has several limitations, namely studies conducted only on human, social 
and organizational capital on one of the roles assumed by the organization. This study also 
only uses data in a certain period, which is possible to give different results if the data is 
collected in the long term. So it can be a recommendation for future research to add to 
the organization's role variable as a measure of performance, and also consider using 
longer data collection methods. 
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